ABSTRACT
employs the suitable behaviours for producing superior value for the customer, bringing performance to the organization and proving there is a significant relationship between strategic orientation and performance (Naidoo, 2010) . Strategy is the first step taken by an organization as reaction to the business environment conditions (Slater & Narver, 1994) . Strategic orientation cannot influence directly on financial performance by ignoring information. Salyova et al. (2015) clarify the importance of strategic orientation and its effect on profitability by being better than the competitors, resulting from implementing strategic orientation in the market. The results demonstrate that strategic orientation is significant to organizational performance. Some scholars conclude that strategic orientation can influence directly or indirectly the organization performance (Suliyanto & Rahab, 2012) . Felgueira and Rodrigues (2015) reported that higher degree of strategic orientation is improving the organizational performance. Wei et al. (2014) proved that besides the direct relationship between strategic orientation and performance, proactive and responsive strategic orientation is essential for organizational norms and beliefs, which effect the organizational performance.
Organizations should generate and disseminate market intelligence on facing customer needs and wants to improve their success compared with competitors (Kirca, 2011) . Strategic orientation concepts are common behaviours in the organizations or some procedures that create superior customer value (Suliyanto & Rahab, 2012) . Market conditions are faced by any organization and to respond to these conditions, an organization must develop something new or different from its competitors (Jaworski & Kohli, 1993) .
Although strategic orientations in organizations are identified in different ways, including the use of multiple terms commensurate with the direction, direction and desires of the department, it represents a formula of strategy in improving the organization's performance Mariadoss et al. (2016) .
The strategic orientation is direct to processes that represent decision-making in the process of activities and innovation of the working organization Zhang et al. (2016) . Likewise Newman et al. (2016) . The main objective of the organization's approach to the market is mainly to provide high value to customers through the ideas gained by the organization by analyzing competitors and customers and balancing them.
Some scholars differentiate between strategic orientation and marketing orientation, while others consider them the same. The authors prefer using strategic orientation because it has been widely used in scientific research (Salyova et al., 2015) . For organizations, the environment has become more sophisticated than ever before. In this environment, organizations should follow the rapid changes in the needs, wants of the customer, and should be closer to the customer and market to overcome competitors and to gain competitive advantage (Chang, 2014) .
Our research attempts to contribute to the external environment and strategic orientation, as well as to the role of strategic orientation in improving organizational commitment in an effort to fill in an important gap in previous research that details the effects of strategic orientation on organizational commitment.
The majority of the literature was publish in developed countries and only partly, the results of those studies can be apply to the Middle East region due to differences in strategic orientation. In advanced countries, the attitude towards strategic orientation is more positive than in emerging countries. However, literature provides some evidence on the effect of strategic orientation on organizational commitment in the Middle East region. The literature review indicates some studies in different countries, while there is no previous study on Iraqi banks. To fill this gap, we investigated the effect of strategic orientation on organizational commitment in the agricultural bank located in Al-Qadissya governorate in Iraq. The mechanism through which strategic orientation affects the organizational commitment has not received adequate attention. Moreover, this study also emphasises the importance of strategic orientation in the organizational commitment with external environment (market turbulence and competitive intensity), addressing this gap as well.
REVIEW OF THE SCIENTIFIC LITERATURE
2.1. Behavioural perspective versus cultural perspective for strategic orientation Kohli and Jaworski (1990) and Narver and Slater (1990) developed two major perspectivesthe one first is called behavioural perspective and the second one is called cultural perspective. Kohli and Jaworski (1990) introduced a form for strategic orientation definition called behavioural perspective that concerns intelligence related with current and latent needs of customer; it includes three types of activities: a) Organization-wide generation of strategic orientation concerning current and latent needs of customer. b) Dissemination of the information between the departments in the entire organization . c) Responsiveness of the whole organization to various information brought from intelligence. Moreover, the study describes how strategic orientation is relate to generation of information, dissemination and responsiveness to market intelligence and emphasis of market information (Kirca, 2011; Kohli & Jaworski, 1990; Lai et al., 2009) . Ozsahin et al. (2013) have the same approach but added the focus on current as well as future needs of the customer, which defines the strategic orientation as obtaining information whether the needs are current or latent needs (Chad, 2013) .
Behavioural perspective
Many scholars have used this perspective and tried to measure strategic orientation behaviours in their studies (Zhang, 2008) . Therefore, the behavioural perspective is define as a response to competitive operational dynamics that surround the organization (Naidoo, 2010) . Narver and Slater (1990) discussed that organizational culture has three components: customer orientation, competitor orientation and interfunctional coordination. These components implemented by the decision criteria have a long-term perspective and aim to have a positive impact on profitability. Therefore, the cultural perspective concentrates on organizational norms and values that will create best behaviours depending on the capacity to react of the targeted market according to the company's knowledge of customers and competitors. Kirca (2011) and Idar et al. (2012) relate to the perspective that the primary culture of the organization is to create essential value for customers, to enforce the customer position as the highest priority for its work. Therefore, part of the organizational culture is to create a group of behaviours or activities called 'strategic orientation' (Hurley and Hult 1998) , considering the strategic orientation as the component of cultural organization that generates superior value for customer by building effective and efficient behaviours. This may generate optimal performance for the organization (Lai et al. 2009 ).
Cultural perspective
The study of Ozsahin et al. (2013) describes strategic orientation as culture that represents excellent performance by its organizational commitment in order to bring superior value for present and future customers. The three components include customer orientation, competitor orientation and interfunctional coordination. The organizations focus on two decisions standards: long-range focus and profitability results (Chad 2013, Felgueira and Rodrigues 2015) . Therefore, some scholars attempted to assess which perspectives are useful for building the company. According to Narver and Slater (1990) , the most important is forecasting the power for the work (Zhang 2008) . The authors also recommend strategic orientation (Narver and Slater 1990) because it focuses on organizational culture, which builds the organizational commitment as a view of organizational capability (Ozsahin et al. 2013) . Auh and Menguc (2007) discussed the customer orientation as enforcement of the ability to enhance performance, which appears more as control among organizations. This orientation has been accepted as customer orientation and through the definition in which the organization strives to understand the customer needs and wants (Dev et al., 2009) ; customer orientation has significant influence on organizational performance. Brockman et al. (2012) debated that customer orientation boosts the performance and has impact in risk taking through innovation and creating opportunity. Customer orientation refers to focusing on the needs of the target market, which creates excellent customer value with strong customer orientation. Moreover, Theoharakis and Hooley (2008) refer to the combination between customer orientation and organizational innovation, which in their opinion is very difficult to obtain, or it takes more time to achieve. From the competitors, organizations are facing limits related to imitation, which may isolate the organization. Thakor and Joshi (2005) found that customer orientation has a positive impact on the organization and it can enhanced by identifying and producing goods and services to match customer requirements and thus increasing customer satisfaction. Ndubisi (2011) indicates that customer orientation is positively significant for customer satisfaction. Some scholars discussed the customer-oriented approach for qualifying, determination and quantifying the needs and wants of the customer as part of product or service development procedures (Naidoo, 2010) .
Customer orientation
Despite the fact that customer orientation is use as equivalent term for strategic orientation or as a basic part of wide definitions of strategic orientation, it is describe as the relationship between the customer and the organization. Strategic orientation concerns the organization's activities (Rapp et al., 2012) . Customer orientation is consider as the ability of salespeople to introduce assistance of their customers in the form of quality of the relationship between the customer and the salesperson. However, Herhausen (2011) mentions that organizations must endeavour to recognize and incorporate the most important drivers to maximize their capacity to investigate latent and uncovered customer requirements. The organization should identify the best positions and follow detailed recommendations for technological driven innovators and constraints facing these resources. Bhattacharyya and Jha (2014) focused on organizations that are close to their markets. Such organizations that respond to the needs and preferences of their customers would demonstrate customer orientation and would be in a better position to recognize their customer according to their knowledge of the shifting customer requirements. Suliyanto and Rahab (2012) mention that organizations should continuously boost strategic orientation by collecting customer information. Moreover, Kirca (2011) concluded that connecting the customer to a mechanism (i.e., customer satisfaction and retention) could facilitate the transfer from strategic orientation into improved organizational performance. Ozsahin et al. (2013) demonstrates that the customer should have high priority but without excluding the other stakeholders in order to achieve high profit. This done by following the needs and wants of customer in the present time and the future because the customer represents the heart of organization. Altinay (2010) advocates for a continuous proactive disposition to meet customer requirements. Furthermore, Singh and Koshy (2011) suggested creating value for customer by enforcing the customer relationship and that is achieve by sales oriented people and focusing on short term goals. Zhou and Li (2007) define the customer orientation as adequate understanding of the targeted customer. Pousa and Mathieu (2014) found that to achieve performance, organizations need to train their employees to develop their customer-orientated attitudes and reduce profit-oriented behaviour. The authors discussed the differences between customer orientation and sales orientation by clarifying these items. Customer orientation refers to behaviours of individuals oriented to make better customer decisions that will enhance their satisfaction and thus creating customer trust which leads to customer retention and finally to achieving performance. Sales orientation indicates the capacity of a salesperson to utilize selling techniques and tactics to persuade the customer to buy the product or service. Rapp et al. (2010) found that customer orientation is in a positive relationship with sales capability and this research brought significant changes in the external environment, considered as a moderate variable in this relation. Jones et al. (2003) concluded that strategic orientation is positively influence by customer orientation through organizational commitment. Thurau (2004) reported that the key driver for customer satisfaction begins with individual level of customer orientation, and that is clearly stronger than organizational commitment or retention. In order to maintain this relationship with their customers, organizations should follow their customer commitment by customer satisfaction and retention (Ozsahin et al., 2013) Competitor orientation Zhou and Li (2007) define competitor orientation as focusing on identifying rivals' strengths and weaknesses and following their actions. Competitor orientation for organizations is their focus on monitoring the actions of their competitors. Dev et al. (2009) revealed that there was no significant relationship between competitor orientation and organizational performance.
The study of Suliyanto and Rahab (2012) concluded that organizations should increase strategic orientation by gathering information about competitors whether recent or latent. Ozsahin et al. (2013) discussed that competitor orientation enables organizations to develop a wider vision of strategies for gaining competitive advantage. Moreover, observing all competitors whether current or potential enables companies to understand their strengths and weaknesses. Naidoo (2010) discussed the relationship between competitor orientation and the organization's ability to determine, sustain and increase its strengths and to reduce the weaknesses compared with competitors. In the work of Altinay (2010) is recommend for organizations to understand current and potential competitors and to collect more information about strengths and weakness, both on short terms as well as on long term. Debruyne et al. (2010) when analysing competitor orientation asserted that it is connect to all functions. The approach of managers is to overcome their competitors by any means, which may lead to increased revenue, but on the long run, this approach may become incompatible with other aspects. Bendle and Vandenbosch (2014) observed that managers were encouraged, revenue increased but also initiative can suffer. Zhou and Li (2007) indicated that customer and competitor orientation function differently and their significance for the performance of companies differs across various market situations. Jiang and Kortmann (2014) analyse the ability of organizations to collect information and knowledge faster than rivals do. This ability develops the knowledge resources that are difficult to imitate by competitors to bring valuable asset in mobile markets where imitation is widely employed. Moreover, Powpaka (2006) discussed that the two orientations (customer and competitor) are design to include all activities that are perform in order to gather information about customers and competitors in the market and to spread this information through various management functions. Foreman et al. (2014) investigated how to measure strategic orientation on customer and competitor orientation with removing interfunctional coordination, because this construct reflects coordination between all the levels of an organization. On the other hand, it is difficult to measure this construct by using objective standards. The authors support this viewpoint because it is very important to acknowledge the role of this construct among departments. This approach is rare, and we can exclude any bias by using statically scientific methods. In addition, the authors used the same dimensions as Narver and Slater (1990) .
Interfunctional coordination
Although Rapp, et al. (2012) refer of the interfunctional dimension which consists of coordinating all the resources across functions to improve customer value and achieve superior levels, the organization must put the suitable technological infrastructure in place for the external sales force. Suliyanto and Rahab (2012) consider that in order to improve strategic orientation, an organization should strive to continuously coordinate all functions. Ozsahin et al. (2013) refer to this component as a competitive advantage and it can be incorporate in any department of an organization by understanding the role of every employee. Zhou and Li (2007) consider that the use of all resources and customer-related functions should be coordinated through the entire organization. Dev et al. (2009) defined organizational culture as the concept that directs all employees in all departments of the business towards understanding the firm's market; the authors found that there is no significant relationship between interfunctional coordination and organizational performance. Furthermore, Salyova et al. (2015) defined interfunctional coordination as management and utilization of resources for creating best value for customer.
Naidoo (2010) discussed that interfunctional coordination was relate with the organization's capacity to unify all efforts within the organization to implementation and coordinate among different functions. Moreover, Altinay (2010) refers to sharing information among departments in the organization and implementing new strategies to develop the activity and put new plans into action to overcome competitors. Powpaka (2006) reported the interfunctional coordination depends on customer and competitor orientation information and it involves the entire organization to coordinate the efforts for creating best value for customer. According to the authors, the there is no relation between competitor orientation and organizational commitment. Rapp et al. (2010) found that the external environment of the organization, which is measure by the dynamism of the environmental structure, has significant impact on the performance, which is important to take into consideration. Efforts have been dedicate to investigate the impact of environment conditions on strategic orientation (Kirca, 2011) .
Market turbulence
Many scholars examined the relationship between strategic orientation and organizational performance, which is different according to the industry characteristics and type (Kirca, 2011) . Lai et al. (2009) argued that the environmental variables could not disturb the processes, but could bring opportunities to the organization.
Appiah-Adu and Singh (1998) as well as Jaworski and Kohli (1993) debated that the levels of environmental turbulence is essential for dealing with customers. In the case of a high market turbulence, a positive approach is to adapt according to the organization's readiness to reduce uncertainty. On the other hand, if the organization is facing a stable market turbulence when the customer requirements are not rapidly changing during short periods, the organization has to make little adaptations and instead needs to focus on customer orientation. Saboo and Grewal (2013) indicated that competitive intensity is define as the mixture of behaviours, resources and capacities of competitors. The competitive intensity increases due to competitive dynamism, so the value of competitor orientation is very important in monitoring their activities; thus, competitor orientation will grow with higher competitive intensity. Foreman et al. (2014) stated that the role of competitive intensity is a moderate variable between strategic orientation and performance. In highly competitive environment, the organization is required to concentrate more effort in the identification of competitors; therefore, organizations focus on their competitors in order to avoid customer loss. This approach is different from the approach used in stable environmental conditions. Appiah-Adu and Singh (1998) indicated that for organizations facing a highly competitive environment, customers have many alternatives to satisfy their preferences and needs. In this case, the organization needs to be more sensitive and offer a more adequate response to customer needs in rapidly changing environment. Therefore, if an organization is not customer orientated, it may be facing the risk of customer loss due to high competition. The results from previous studies concerning the environmental factors were inconclusive (Kirca 2011) . A review of previous studies that investigated the relationship between strategic orientation and environmental factors (i.e. market turbulence, competitive intensity) was developed and investigated in various studies such as the study Jaworski and Kohli (1993) . Atak and Erturgut (2010) describe the organizational commitment as a function that aims to reduce the absenteeism and turnover while avoiding any disruption in the activity. Therefore, it is important to boost the quality and quantity of the actions and decisions that reduce absenteeism and turnover and that increase behaviours essential for the success of the organization's processes. Ozsahin et al. (2013) defined organizational commitment as the behavioural vision or perspective identified as participation, which is describe as the desire to remain in the organization while the organizations employ important efforts in creating a positive environment for their employees. Organizational commitment has been the theme of many theoretical and experiential studies in the field of organizational behaviour (Dhurup et al., 2016) . Lai et al. (2009) indicated that strategic orientation is focus on customer satisfaction and organizational commitment. Some researchers like Ozsahin et al. (2013) discussed that the strong desire to stay with the company is specific for organizations that are ready to allocate important efforts for employees' satisfaction; it also appears if the values and beliefs of the company are the same as those of the employee. Hanaysha (2016a) indicated that the connection between individuals has a significant positive impact on organizational commitment and reported that organizational learning culture can be consider as one of the main variables for commitment. Lai et al. (2009) stated that there is a positive relationship between high commitment, strategic orientation and performance. Ozsahin et al. (2013) discussed that increasing organizational commitment is at the top of actions taken for reaching performance in an organization. Organizational commitment occurs when organizations focus on recruiting employees and retaining valuable employees. Hanaysha (2016b) indicated that individuals' attitude has positive effect on organizational commitment; organizational commitment is the level of enthusiasm of the individuals on continuing working for the organization. Powpaka (2006) discussed that the strategic orientation minimizes the employees' stress like confusion and conflicting by maximizing job satisfaction and organizational commitment. Felgueira and Rodrigues (2015) demonstrated that if individuals feel that they bring positive contribution to the company, their attitude is transfer to commitment to the organization and brings satisfaction, in the end enabling the organization to respond to customer requirements. Amdan et al. (2016) conclude that organizational commitment is essential to maintain individuals' productivity and efficiency at high levels. Turnover can be a cause for understaffing which can lead to lower profitability, in case the organization is not focus on organizational commitment. Salahudin et al. (2016) show that organizations with high organizational commitment have a solid human capital and a competitive advantage compared with other companies active in the same field. Individuals are ready to work to enhance their organization's success, which indicates a match between values and motivation. Creating loyalty as indicator of high organizational commitment represents one of the main objectives of organizations. Atak and Erturgut (2010) indicated that the dimensions of organizational commitment are influenced by various conditions. Some researchers have challenged the role of organizational commitment in the organizational goals. Allen and Meyer (1990) presented three components of organizational commitment to discuss this concept: affective commitment, normative commitment and continuance commitment.
Competitive intensity

Organizational commitment
Affective commitment results from emotions of the individuals coming from positive experiences. A strong affective commitment motivates employees to remain in the organization because their expectations are met. Salahudin et al. (2016) include three aspects: the emotional response to the organization, identification of the role of these emotions and identification of the organizational mechanisms (Dhurup et al. 2016) . Adman et al. (2016) refers to the emotional connection to the organization such as the feeling of belonging.
Normative commitment occurs when the employees stay with a company because of social and organizational cultures (Dhurup et al. 2016 , Salahudin et al. 2016 . Adman et al. (2016) refer to these feelings as feelings of ethical obligation.
Continuance commitment represents the concerns with leaving an organization (Dhurup et al. 2016) . It is connect to turnover and depends on financial changes between the individuals and organization (Salahudin et al., 2016) . Adman et al. (2016) distinguished a more reasonable analysis of the assets against costs of leaving the organization. Dhurup et al. (2016) described it as a combination of positive and negative aspects of working in an organization.
In this study, the authors examine the strategic orientation as part of the organizational culture and organizational commitment. Organizations should prevent dissatisfied employees, which create conflict. Workplace conflict can prevent the organization to reach its goals, which are represent by customer satisfaction.
RESEARCH METHODOLOGY
The purpose of this study is to investigate the relationship between strategic orientation and organizational commitment. Besides the relationship between external environment and organizational commitment based on previous studies hypotheses, the following basic hypothesis is proposed:
H: Strategic orientation (customer orientation, competitor orientation and interfunctional coordination) and external environment (market turbulence and competitive intensity) have influence on organizational commitment.
The scale
For measuring the strategic orientation according to Narver and Slater (1990) , the Likert scale use to capture the behaviour of respondents in various functions of the organization (Salyova et al., 2015) . The population for this study was the agricultural bank in Al-Qadissya governorate in Iraq. A questionnaire survey was distribute to the managers of the agricultural bank. 75 questionnaire forms were distributed and 60 returned, out of which 54 were valid and useable. These questionnaire forms were suitable to apply SPSS V 20.0 and R program. The research model developed within the context of this study is present in figure no. 1. Figure 1 presents the hypothesis measurement model used in this study. The data were obtain from developing a questionnaire with the dimensions of the external environment (market turbulence and competitive intensity) from the studies of Auh and Menguc (2007) and Kirca (2011) ; strategic orientation from the work of Naidoo (2010); organizational commitment from Ozsahin et al. (2013) . A five-point liker scale was used ranging from 1 (strongly disagree) to 5 (strongly agree). The gathered data from questionnaires were analysed through SPSS 20.0 and R -program. The items of the questionnaire were divide into 3 items for market turbulence, 5 items for competitive intensity, 5 items for customer orientation, 4 items for competitor orientation, 3 items for interfunctional coordination and 7 items for organizational commitment. Table 1 shows all the items from each of the dimensions and Cronbach's Alpha for each one of them. This paper developing based on previous studies, while some of the questions modified in order to be more relevant to the purpose of the study. For the reliability test was conducted an analysis to determine the internal consistency of the scale used in this study which is higher according to Hair et al. (2006) . The Cronbach's Alpha values indicated for all factors are above 0.70 showing the reliability of the scale used in this survey. The reliability coefficient is acceptable in order to eliminate the factors with low reliability. From Table 2 , the variable (organizational commitment) has significant and positive correlation relationship with the variables market turbulence and customer orientation. Competitive intensity, competitor orientation and interfunctional coordination have values of r = 0.762, 0.793, 0.830, 0.648, 0.695, respectively. All these correlations are significant at 0.01 level.
Analysis
Furthermore, market turbulence has significant and positive correlation with the variables customer orientation, competitive intensity, competitor orientation and interfunctional coordination, with values of r = 0.781, 0.560, 0.646, 0.745, respectively. All these correlations are significant at 0.01 level. The same table shows that the variable (customer orientation) has significant and positive correlation relationship with the variables competitive intensity, competitor orientation and interfunctional coordination, with the values of r = 0.721, 0.560, 0.774, respectively. All these correlations are significant at 0.01 level. Moreover, in the same table the variable competitive intensity has significant positive correlation with the variables competitor orientation and interfunctional coordination, with (r) values as follows: r = 0.504, 0.591. All these correlations are significant at 0.01 level. Finally, in the same table, the variable competitor orientation has significant positive correlation with interfunctional coordination (r= 0.741). The summary of these relationships is show in Figure 2 . From table no. 3, the optimal quantile regression model in representation of the data under study is at quantile level (0.2), as a result from the pseudo-R squared. The quantile regression model at quantile level (0.4) also has strength in explanation of the data under study. The quantile regression models under two quantile levels (0.60, 0.80) have weakness in representation of the data under study.
In this paper, the quantile regression models are focused at two quantile levels (0.20, 0.40), because the independent variables (market turbulence, competitive intensity, customer orientation, competitor orientation and interfunctional coordination) of these quantile regression models can explain 72.24% and 56.75% respectively from the variation in the dependent variable (organizational commitment). (e) Interfunctional coordination variable The estimated coefficient of the interfunctional coordination variable is 0.1031. This indicates that ceteris paribus, an increase in the interfunctional coordination variable by one unit leads to an increase in the dependent variable (organizational commitment) by 0.1031 units, due to this variable being in a positive relationship with the dependent variable. It has significant effect on organizational commitment.
Quantile
The interpretation of quantile regression models at two quantile levels (0.60, 0.80) is not included due to the fact that these quantile regression models are not important in the interpretation of the data under study. This clear from the pseudo-R squared.
RESULTS AND DISCUSSION
This study provides an understanding on how strategic orientation and external environment can used to increase organizational commitment. Therefore, the statistical findings show that competitor orientation has a significant positive effect on organizational commitment and it is consistent with previous studies (Kirca, 2011; Rapp et al., 2010) and inconsistent with the study of Powpaka (2006) . This study also confirmed that competitive intensity is one of the main factors that lead to organizational commitment and it is consistent with previous studies (Ozsahin et al., 2013; Hanaysha, 2016a; Hanaysha, 2016b) .
The above statistical findings prove that there are significant strong relationships between competitive intensity, competitor orientation and interfunctional coordination on organizational commitment and this is consistent with previous studies (Powpaka, 2006; Rapp et al., 2010; Ndubisi, 2011; Dev et al., 2009 ).
CONCLUSION
To achieve the objectives of this study the conceptual model was design on the constructs of strategic orientation, external environment and organizational commitment. Therefore, when employees are treat well, they handle their activities effectively in order to achieve the organizational goals and their level of commitment will increase as a result.
One of the debates in recent studies in strategic management is that strategic orientation improves organizational commitment. Therefore, some studies revealed that organizations can boost organizational commitment and that organizations that adapted strategic orientation to the external environment are more likely to improve organizational commitment than organizations that adopted strategic orientation without external environment. The effect of strategic orientation and external environment on organizational commitment is not clear. This study focuses on the importance of strategic orientation and organizational commitment and identifies the effects of external environment on organizational commitment. Findings revealed that strategic orientation and external environment are strongly correlated with organizational commitment.
These findings are expect to provide management and participants in the strategic management with useful feasible insights into the relationship between the model of strategic orientation and organizational commitment. Managers should take interest in the role of strategic orientation besides external environment to improve organizational commitment. Managers should also develop a robust culture which reflects organizational commitment in order to ensure the survival of the company and its growth when facing competitors and overcoming any challenges. Companies offering services may need to focus more on adaptation than those with core business on production, because the interaction with customer in service offering business is crucial. Additionally, a comfortable working environment is important to enable employees to focus on their working and to improve their activities, resulting in commitment for the organization. Employees feel motivated which leads to higher individual performance and thus, overall better performance of the company (in this case, of the bank).
Finally, only five variables were consider to investigate the effects on organizational commitment. Hence, future studies are suggest to test other variables, such as internal variables that include leadership charisma and organizational culture.
LIMITATIONS
Although this study may have expanded the scientific knowledge about strategic orientation, market turbulence, competitive intensity, organizational commitment within the baking industry in Iraq, a few limitations must be mention here. The data was collect from agricultural bank through self-reporting from the perspective of employees. Future studies could be extend to other banks in Iraq to obtain more comprehensive understanding of the relationship between strategic orientation and external environment on organizational commitment. This study tried to contribute to the knowledge base of existing literature on strategic management and organizational behaviour in the banking industry in Iraq.
This study focused on one selected bank, which is located in AL-Qadissya governorate in Iraq. The sample of this study may be limited for generalization to the whole population in the banking industry. This study finding are suitable and useful to measure the effects of strategic orientation and external environment in agricultural bank in Iraq.
In our point view, in order to expand the sample to cover more banks in Iraq to generalize these results, future research may include internal and external environment to clarify the overall image of banks according to the entire environment that surrounds the banks. Another thing that must be mention here is if it is efficient to utilize the information to employees in all functions in the organization.
Moreover, the sample size is also relatively small and only focuses on agricultural bank, but not across Iraq. Therefore, future study needs to be carried out empirically to test further specific types of industry to attain better understanding. For future researches, the selected sample based on a non-probability sampling method, which occurs to not representative the whole population. Moreover, the study does not contain the opinions of external population on the services of the bank. Future studies may choose to investigate various types of commitment (affective, normative and continuance) in the banking industry.
